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Instant noodles are originally a product from the East, and they have become 
very popular in the West too. People's food choices are influenced not only by the 
• ~ ；. » 
food per se (that is taste, colour, texture, etc.), but also by their surroundings: 
lifestyles, traditions, cultures. 
It is within this context that we investigate how an "Eastern" product -- instant 
noodles -- could best be marketed in the "West". 
It was found in our study that consumer behaviour towards instant noodles was 
similar to other convenience foods. Convenience, taste, price and quality were the 
most important determinants when choosing instant noodles. Hong Kong people were 
found to be the most frequent users; Londoners were the least frequent ones; and 
people in Vancouver were in the middle. Among the three consumer groups, Hong 
Kong people were most influenced by brand reputation and advertising; Londoners 
emphasized quality more; and people in Vancouver were most easily affected by sales 
promotion. 
There is still room for improvement as regards the quality of instant noodles. 
We recommend that marketers of instant noodles work on improving their product 
quality for all the markets they are targeting at. The strategy for Hong Kong is to 
lead through establishment of brand reputation and advertising; the strategy for 
London is to break through by increasing availability and inducing trial of instant 
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noodles; the strategy for Vancouver is to grow through sales promotion campaigns. 
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CHAPTER I 
BACKGROUND AND STATEMENT OF THE PROBLEM 
Introduction 
The choice of food often depends on factors like the physical environment, 
physical needs, social rituals and, to a large extent, tradition. The role of such 
factors is particularly important and. has to be considered when cross-cultural 
marketing is involved, as consumers from different regions may well behave 
differently. In fact, there are not many marketers like Marlboro or Coca-Cola who 
can really employ the approach of more-or-less global marketing. Even master 
marketers like McDonald's make adaptations in their marketing plans. 
Noodles have long been in Asia. Noodles are a dry flour/wheat product 
invented for lengthening the preservation period while maintaining nutritional value. 
In China, noodles with bits of vegetables and pork were the most common substantial 
snacki, whereas in Japan and Korea they are -- with rice -- the staple food. Noodles 
are often referred to as pasta in the West. In the West outside of Italy，where the use 
of pasta as a staple food has reached the consumption level of a mature industrial 
‘ AnHp.rson. F. N.. The Food in China. Yale University, 1988, pp. 199-213. 
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product (25kg/per capita/year), pasta seems to have an increasingly significant role�. 
Both the East and the West know what the white long stretched thin foodstuff 
is，and still they may have wholly different concepts about noodles/ pasta. Many 
different forms and shapes of noodles and pasta are seen in the East and the West, 
estimated to be more than 600 different forms take round the globed Spaghetti, 
fettucini, macaroni, quadrucci, taccozzette, strangolarpreti, lasagna, viti, lumachine, 
farfelle, ravioli and cannelloni constitute just some of the variations of pasta (Exhibit 
1). These are usually served with sauces. The noodles we usually consume in Asia 
are referred to as Asian noodles. The different forms of Asian noodles include rice 
sticks, egg noodles, udon, bean threads or cellophane noodle and soba, which are 
usually served in soups, instead of with sauces (Exhibit 2). 
2 Costantini, A. Mariani, "Nutritional and Health Significance of Pasta in Modem Dietary Patterns," 
Pasta and Extrusion Cooked Foods: Proceedings of an International Symposium Held in Milan, Italy， 
edited by Ch. Mercier and C. Cantarelli, Elsevier Applied Science Publishers Ltd., 1986, pp. 1. 
3 Conan, Kerri, "Pro's Pantry: Pasta, ” Restaurant Business, February 10，1992, pp. 90-93. 
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. Exhibit 1 
Variations of Pasta 
Types Description 
Spaghetti Long, stretched, thin, round 
Fettucini Long, stretched, thin, flat 
Macaroni Short, hollow, round-shaped 
Quadrucci Miniature soup pasta 
Taccozzette Rhomboid-shaped 
Strangolapreti Short, narrow cut 
Lasagna Flat, served in square layers about 4 inches by 5 inches; each 
layer separated a layer of meat and cheese 
Viti Short, shaped like "twirls" or "coils" 
Lumachine Sea-shells shaped 
Farfalle Literally means butterflies, short, twisted like "bow-ties" 
Ravioli Square "cushion" shaped, serrated edges, stuffed with meat and 
sauces 
Cannelloni Medium length 2-3 inches, large tubes served stuffed with meat 
Exhibit 2 
Variations of Asian Noodles 
Types Description 
Rice sticks Long, fine, translucent, brittle, flat, various widths, thin and round in 
gnarled nests; made from rice flour and water; soak in tap water for 
five minutes to soften before cooking 
Fresh egg noodles Long, thin, usually pale yellow, perishable like all fresh pasta, require 
minimal cooking; use in lo mein-style and cold noodles dishes, and in 
soups 
Udon Long, thick, white, hearty; made from wheat; cook al dente (i.e., "to 
the tooth", somewhat chewy) and allow to finish in soup or while stir-
frying to absorb flavourful liquids 
Bean threads Long, fine, translucent, brittle, come in bundles; made of inung bean 
(Cellophane flour; requires softening before cooking; clear when cooked; puff and 
noodles) become crispy when fried 
Soba Long, thin, round, pale yellow, hearty; made from buckwheat; cook a 
little faster than most dried pasta, and appear in hot or cold dishes, 
and in soups 
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Instant noodles are another variation of Asian noodles. They originated in 
Japan. They blend convenience with traditional characteristics of ramen (another 
name for noodles in Japan and Korea/. The launch of instant noodles has been a 
success not only in Asian countries but also in the West. Many people in different 
parts of the world have tasted it. But how are these Asian instant noodles marketed 
in the West? How do the different elements influencing food selection come into 
play? What are consumers' attitudes and behaviour towards this traditional Asian 
food? How do consumer attitudes and behaviour influence marketers' strategies? We 
would like to address these questions in our study, and finally come up with 
guidelines for formulating marketing strategies for instant noodles marketers who 
want to be. international players. 
Hong Kong is used as a city for reference in our study since the instant 
noodles market there has developed for twenty years and is quite mature. After all, 
instant noodles are a product from the East, and the market situation in Hong Kong 
provides good information for reference and comparison. The other two cities studied 
are Vancouver and London. Vancouver is one of the Canadian cities with many 
Chinese (especially Hong Kong) immigrants. It has been said that Canadians have 
a cuisine identity as well as a cultural identity puzzled To a large extent, Canadians 
may be influenced by American culture (and also French in Quebec), and the heavy 
Chinese overlay in Vancouver may shape the market with some Chinese elements. 
London is a European city heavily blended with international culture. Information 
4 "Ramen" (or "larmen") is a Japanese transliteration of "lo mein". 
5 Johnson, Eve, "Conference Seeks to Solve Canada's Cuisine Identity Puzzle," Vancouver Sim, 
September 1, 1993. / 
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collected in the three cities is used for generating insights to answer the above 
questions. 
What are Instant Noodles? 
There may be different names for the same white long stretched thin stuff -
ramen, noodles, or pasta. "Ramen" and "noodles" generally refer to the same 
foodstuff and are used by the East. "Pasta" refers to a broader category and is used 
by the West. Throughout this project, we use the term "noodles" to refer to the 
product category. 
The origin of noodles seems to be mixed. We may take a look at some 
quotations concerning the origin of noodles :-
While most historians now agree that Marco Polo already knew about pasta 
before that famous trek to China, the exact point of origin remains unclear. 
(Kerri Coran, "Pasta, “ Restaurant Business, February 10，1992) 
Among the "myths of origin"，the most popular [concerning pasta] revolves 
around Marco Polo’s trip to the Orient in the 1270s ... Yet the existence of 
noodles in Italy predated his trip，for rules governing the size and shape of 
noodles existed there as early as 1200. (Merry White, Noodles Galore， 
1976) 
The spaghetti Historical Museum in Pontedassio ...a [tiny] Mediterranean 
village near the French border ... [offers] visible proof that as far back as 
Etruscan times，some 500 years B.C., Italy's ancient race had all the 
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standard equipment for making pasta. A thousand years before Marco 
Polo's epic journey, Apico Ceilo’ head chef to Emperor Tiberius, was toking 
his master's appetite with a type of spaghetti ... There are nearly 300 
different types [of pasta] in all sizes’ shapes and weights. (Irene Roomy, 
"It's a World of Spaghetti，“ Sun Herald) 
There is much question as to the origin of these noodles. The old legend 
that Marco Polo brought pasta from China (including spaghetti derived from 
mien and ravioli from chiao-tzu) is probably wrong (Root 1971); at least 
some sorts of pasta were clearly known well before that. Egg noodles seem 
definitely Chinese, and the rest may well be, but there is little evidence ... 
China might have got them [i.e. noodles], and Italy too (indirectly), from 
Central Asia ... About all we can say is that other foods with similar 
patterns of distribution mostly have Persian or central Asian origins. (E.N. 
Anderson，Jr.，and Marja L. Anderson, "Modem China: South, “ Food in 
Chinese Culture - Anthropological and Historical Perspectives, Yale 
University Press, 1971，pp. 338) 
Ramen is originally their [Chinese] food. A Chinese in Japan succeeded in 
commercializing it 20 years ago. (Chi Jung-nam, "Economic Report: South 
Korea，“ Asian Business, Vol:22, Iss:5, May 1986, pp. 37-56) 
people would agree that noodles existed in both China and the West a long 
time ago. But whether noodles were invented in China, in Italy, in central Asia or 
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in some other place, the origin of the product remains unclear. While there is no 
consensus about the history of noodles, we are sure that "instant noodles" as a 
product appeared first in Japan in 1958. The name "instant noodle snack" came 
directly from the term "instant ramen". These instant noodle snacks are generally 
marketed in one-helping heat-resistant throwaway trays containing a main ingredient 
and a powdered resistant sauce based on a thickener and on texturized soya, 
vegetables, flavouring, etc�. "Demae Ramen" was the first instant noodles product 
launched by Nissin Food Products Co. Ltd. The name "Demae Ramen" was itself 
Japanese and literally means "delivery of one bowl of ramen". It came from the fact 
that in Japan people often ordered ramen to be delivered, and when the delivery 
people came to the door of the customks, they would say "delivery of one bowl of 
ramen". Today when people refer to instant noodles, they usually refer to the 
dehydrated noodles that come in packs, cups or bowls with powdered flavourings 
and that can be served with a soup base within several minutes. 
Instant noodles are a kind of precooked pasta product. The launch of the 
product is believed to help in breaking new ground for convenience foods, offering 
easier preparation, less cleaning, quick cooking and consistent high quality. This is 
particularly important for countries where noodles are not traditional dishes and the 
cooking method is an obstacle in preparing the dishes. Instant noodles can then help 
in shortening preparation times and produce good quality results, while maintaining 
nutritional values. 
6 G Papotto and F. Zorn, "Recent Developments of Pasta Products as Convenient Food," Pasta and 
Extrusion cooked Foods: Some Technological and Nutritional Aspects: Proceedings of an International 
Symposium Held in Milan, Italy, edited by ch. Mercier and C. Cantarelli, Elsevier Applied Science 
Publishers Ltd., 1986, pp. 71. 
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Generally speaking, instant noodles can be classified into three categories 
according to their production process. There are high temperature deep fry, low 
temperature deep fry, and cup/bowl instant noodles. High temperature deep fry 
instant noodles are ones that need to be immersed in boiling water for only a few 
minutes before serving. They can also be eaten as snacks. Low temperature deep 
fry instant noodles have to be cooked before serving. They are usually whiter. The 
first two categories usually come in packs. For cup/bowl instant noodles, one needs 
only to pour in hot water and close the lid for a few minutes and then the noodles 
will be ready. 
Background 
Hong Kong 
Hong Kong is a strategic business centre, and lies on the southern coast of 
China. Over 97% of the population is Chinese. There is a whole range of different 
cuisines from countries all over the world. Both Eastern and Western food are very 
popular in Hong Kong. 
Consumption of instant noodles has reached a mature stage in Hong Kong. 
The market is estimated to be over forty million Hong Kong dollars (about five 
million US dollars), meaning a twenty-million-pack market. Nissin is the market 
leader here, with about 50% of the instant noodle market. It thinks that product 
quality is of utmost importance. Different from the Japan market, it thinks that the 
flavours of instant noodles marketed in Hong Kong should be rich to suit the taste of 
Hong Kong people. Other main competitors are Doll, Tung I and private brands of 
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supermarket chains (e.g. Park'n and No Frills). (See Appendix 3) 
Pack noodles are most common in Hong Kong. The ratio of sales volume of 
pack noodles to cup and bowl noodles is around seven to three. This is mainly due 
to the long history of pack noodles in the market and the relatively lower prices. 
London 
London i3 the largest city in Europe. It is also one of the largest financial 
centres in the world. People living in London come from all over the world. Some 
of them are there to work and some of them are there to study. Therefore, their 
nationalities and ethnicities are very diverse. Due to this diverse cultural and ethnic 
backgrounds, the diet of Londoners is very wide in variety. 
Because eating habits are to a great extent depend on people's cultural and 
ethnic backgrounds, Londoners' choices of convenience foods are various. The most 
common convenience foods in London are sandwiches, salad, pasta and bread. Most 
of these are Western convenience foods. Since most Oriental convenience foods are 
consumed by Asians, the market for Oriental convenience foods is limited by the 
small population of Asians. 
Among Asians, instant noodles are one of the most popular convenience foods. 
This is especially true for Chinese, Japanese and Koreans. In the supermarkets of 
Chinatown, instant noodles occupy a lot of shelf space. One can find instant noodles 
of various brands and various types imported from Asian countries. However, one 
cannot find any British brand there, (See Appendix 4) 
On the other hand, there is a great contrast outside Chinatown. In 
supermarkets outside Chinatown, the shelf space occupied by instant noodles is very 
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small. One can hardly find instant noodles of Asian brands. Most of them are 
products of British brands. However, the noodle quality of these British brands is 
generally perceived to be inferior to that of the Asian brands. The variety of flavours 
is also limited. 
The popularity of instant noodles among Westerners is restrained by the low 
availability of Asian brands and the poor image established by British brands. 
The competition among convenience foods in London is very keen. The 
market share of instant noodles is almost insignificant. In addition, Londoners are 
very concerned with the healthfulness and nutritional value of food. This further 
worsens the market situation of instant noodles in London. 
Vancouver . 
Vancouver is one of the three largest cities in Canada, lying in the province 
of British Columbia in the far west of the country. 
Canada has been experiencing an economic downturn for the past years. It 
has become the country with the greatest debt per capita (US$15,000 per person?) 
in the world. Despite this, Hong Kong people are still flooding into the country. 
Around 30,000 immigrants from Hong Kong arrived in the country in 1990 and as 
many as 200,000 more might arrive by 1997^ 
Economics aside, the deep roots that Chinese culture has put down in Canada 
are an important draw. There are 700,000 Chinese-origin residents in Canada. Most 
7 stacey, Robert, "Canadians, eh! Similar but Different," Direct Marketing, Feb 1992’ pp. 70-71. 
« Symonds, William C., "Hong Kong Hustle is Heating Up Canada," Business Week, Sep 23，1994, 
pp.50-51. 
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are clustered in Vancouver, which is almost 20% Chinese. Not only are Chinese 
restaurants everywhere, but also Chinese movie theatres and shopping malls that 
resemble Hong Kong style shopping complexes are also in evidence. 
Many different cuisines are available in Vancouver. Fast food restaurants are 
not too popular in Vancouver when compared to the full service restaurants. Pizza 
is the most common convenience food in Vancouver. Asian dishes have been a hit 
recently and are expected to be the next direction for food makers. Food marketers 
aim at producing products with an Asian flavour and image, but with a bland enough 
taste to sell coast to coast. Chicken and beef are common popular tastes, and 
Szechuan and sweet-and-sour flavours have become hot choices. Canadian and 
Japanese are the most popular brands of instant noodles. (See Appendix 5) Some 
marketers think that to be Oriental is a good selling point, but the key to success is 
to remain not too Asian. Therefore creative menus are needed to raise consumer 
interest to take Oriental food beyond its ethnic boundaries^ 
Statement of Objectives 
The objectives of the study are to:- � 
i. identify the critical factors which affect consumptions of instant noodles in 
Hong Kong, London and Vancouver; 
ii. study the consumer perception of instant noodles: 
iii. study the consumer buying behaviour/pattern of instant noodles; and 
iv. provide guidelines on the formulation of appropriate strategies for international 
marketers of instant noodles. 






"If you look at the history of the package-foods business，the underlying trend 
has been one toward convenience. After World War II，the trend was to mixes of all 
lands - cake mixes, bread mixes，salad-dressing mixes - as people were interested in 
reducing preparation time and having less to clean up, “ said Arthur Schulze, vice-
chairman of General 
Obviously, food trends are closely related to people's lifestyles. What we eat 
is affected by many divergent factors: the economy as well as socio-economic class, 
the media, ethnic or regional background, time, technology, and concerns for health 
among themii. 
In Key Note's Market Review on the UK Food Market!�，factors affecting 
food consumption were identified as follows: 
-growth in single-person households 
-increasing number of working women 
-increasing use of microwave ovens 
10 Erichson, Julie Liesse, "Special Report: The Healthy Alternatives," Grocery Marketing, p.S-2. 
丨丨 Kochilas, Diane, "Food in America,“ Restaurant Business, May 1’ 1991, p.206. 
丨2 See UK Food Market. Kev Note 1993. 
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-growth of snacking 
-growth of "grazing" 13 
-advent of the cafeteria kitchen 
-increased health awareness 
-growing sophistication of tastes 
-aging population 
-growing price consciousness of consumers 
-growing demand for value for money and quality foods. 
As a result, the major food trends that follow can be divided into four broad 
developments: 
-trend towards more convenience foods 
-trend towards value added/luxury foods 
-trend towards food perceived as being healthful 
-increased price sensitivity during the recession. 
Similarly, in Chan Miu Wan's study concerning convenience food in Hong 
Kongi4, the cosmopolitan environment, the fast pace of life and the limited time for 
meals were found to be the key environmental factors contributing to the popularity 
of convenience foods in Hong Kong. In her Alternative Strategy Paperi5, victoria 
13 "Grazing" here is used to describe the living style of going out and eating one thing here and another 
there. 
14 See Chan, Miu Wan, Consumer Behaviour 1983: A Study of Convenience Foods in Hong Kong, 1983, 
15 See All, Victoria Kei Hong, Alternative Strategy Paper, May 17，1993. 
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All stated that smaller family units, smaller kitchens and increasing number of young 
working housewives made Hong Kong people emphasize "instantaneity" and 
"readiness" in feeding themselves. 
As defined by Darian and Kleini6, convenience foods are "fully or partially 
prepared foods for which a significant amount of preparation time，culinary skills’ or 
energy inputs have been transferred from the home to the food processor and 
distributor. “ This category includes frozen, canned, and many ready-to-eat foods. 
Under this definition, of course, instant noodles falls into the category. In fact, in 
Chan's study, people indeed considered instant noodles as a kind of convenience food. 
In order to market instant noodles successfully, we have to know why and how 
people buy the product. Before we can formulate a marketing strategy for instant 
noodles specifically, we have to understand the consumer behaviour of the buyers. 
First of all, let's take a look at the motivating factors affecting buying decisions of 
general convenience food buyers. 
Also in Chan's study, it was found that the younger the generation, who were 
modem minded and had less income, the better acceptance of convenience foods. On 
the other hand, bad taste, eating habits, limited choices and inferior quality were the 
main reasons for non-consumption of convenience foods. 
In addition, most people using convenience foods were heavy purchasers. 
There was also a strong correlation between the age and income variables with 
frequency of general consumption. Amongst convenience food users, more than 70% 
of them were below 40 years old. 58% of the low income earners under $3,000 per 
16 Darian’ Jean C. and Steven W. Klein, "Food Expenditure Patterns of Working-Wife Families: Meals 




month were heavy buyers. They tended to consume convenience foods on a weekly 
and daily basis. 
Furthermore, in his thesis, Chan studied a series of motivating factors 
influencing buying decisions of convenience foods. These factors includes price, food 
quality, food quantity, food choices/variety, advertising/promotion, brand name, 
impulse/trial, habits/customs and taste/flavour. Among them, food quality (64%), 
a 
taste/flavour (58%), food choices/variety (38%) and price (37%) were the most 
important motivating factors. The parentheses indicate the percentage of respondents 
identifying the factor as a very significant one. Chan also identified that the dominant 
attributes of the most frequently purchased convenience food were good taste, 
convenient and variety of choices. 
As instant noodles belong to the category of convenience foods, we take into 
account the motivating factors mentioned above in our study. We try to find out how 
important are these factors to instant noodles in buying decisions. Before we move 
on to give any conclusion or recommendation on the marketing of instant noodles, we 
also have to take a look at the contemporary trends in the food market and what the 
implications of these trends are for the marketing of instant noodles. 
. 广-
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In the November 1989 issue of Marketing News^^ new trends in the food 
market were identified. It was believed that food companies and advertising agencies 
would be transformed by these trends. They are as follows: 
- t h e r e is a move from branded dry grocery/frozen foods dominance in food 
stores to store-branded fresh/refrigerated foods, 
- t h e r e will be battles for consumer sales (and loyalty) at point-of-sale, much 
more so than in media, 
- fac ing slow/no growth population in developed countries, attention will be 
clearly focused on gaining a bigger piece of a constant pie, 
- a s telecommunications are becoming more advanced and shopping at home 
becomes a reality, time-consuming shopping will be avoided by consumers 
and new electronic channels will be opened to marketers. 
In addition to the above trends, it was also noted that private label brands were 
gaining a larger share of the food m a r k e t " . 
丨7 Marketing News, Vol.23, Nov. 20, 1989, p. 12. is Dagnoli, Jiidann and Julie Liesse Erichson, "Recession Stalks Food Aisles, “ Advertising A•执 July 15, 1991. -
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As Paul Fieldhouse identified in his article'', marketing appeals in recent 
food advertising can be grouped as follows: 






Value for money 
"Special" 
Economy packs 
Food as a means to Status value 




Fitness and slimness 
Reward 
Success 
丨9 Fieldhouse, Paul, "Food and Nutrition - Customs and Culture," Biociilture, p.13. 
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These marketing appeals were incorporated in our study. We sought to find 
out people's perceptions of instant noodles with respect to these parameters and the 
importance of these appeals to the buying decisions. 
Furthermore, adapting products to local taste is essential. There are very few 
foods that sell uniformly around the world. For example, the instant noodles Nissin 
makes in India are shorter than the Japanese ones, as Indians do not use chopsticks. 
They also have a spicier flavour, and are vegetarian instead of meat-based. Campbell 
has also set up a tasting laboratory in Hong Kong to modify its soups, juices, sauces 
and biscuits to Asian markets^®. 
The marketing of instant noodles is not a easy job. Said sales manager of 
Hankiik Yakiilt, D Y Lee: "What makes your mmen different from others' is the 
flavour of the soup. Besides the basic seasoning and flavouring used by all makers’ 
you have to use something (extra) that is good and different. But it is not easy. So, 
you have to rely on advertising gimmicks and that is veij, very expensive. It eats up 
all the profit margin there may be. “ For international marketers, the job is further 
complicated. Differences in eating habits, cultural and social factors have to be taken 
into account in the marketing programs. We hope that this study will provide some 
insights to international marketers of instant noodles. 





. In the initial phase of the study, much information was collected through an 
extensive literature review. Academic journals and research, magazines, newspapers, 
and government publications were searched for information about history, markets 
and companies in the arenas of noodles and instant noodles, cuisines of different 
places, and background of these places. This information was of great value in 
gaining understanding about the instant noodle market: the companies' marketing 
strategies and consumers in different places. 
Furthermore, an in-depth personal interview was conducted with Mr. Danny 
Chow, Marketing Manager of Nissin Food Products Co. Ltd. to share his expert 
insights about the instant noodle market. 
The second phase of the study involved conducting consumer surveys in the 
three cities under study, i.e., Hong Kong, London, and Vancouver. A pre-test was 
conducted before finalizing the questionnaire. The same questionnaire was used in 
each city. Questionnaires were distributed through the writers' personal networks and 
were self-administered. 
Between November, 1993 and February, 1994, a total of 350 questionnaires 
were distributed, 150 in London, 100 in Vancouver and 100 in Hong Kong. At the 
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end of February, 108 questionnaires from London, 80 from Vancouver and 97 from 
Hong Kong were collected. 
In the questionnaire, the dining habits, perception of instant noodles, consumer 
behaviour, psychographics and demographics of the respondents were investigated. 
Copies of the questionnaire in English and Chinese are shown in Appendices 1 and 
2 respectively. We used SPSS, a statistical computer software, in our analysis. 
Various methods of statistical analysis were employed to analyze the data collected, 
namely, frequency, crosstabs, and oneway analysis. Frequency was to investigate the 
distribution pattern of the respondents' answers; crosstabs to analyze whether 
correlations existed among certain variables; oneway analysis^^ to see if significant 
differences of the responses existed among different data groups (e.g. nationality, 
different psychographics groups, heavy users vs. light users). 
21 Oneway analysis produces a one-way analysis of variance for an interval-level dependent variable by 
one numeric independent variable that defines the groups for the analysis. It performs analyses like 
means, analysis of variance (ANOVA), multiple analysis of variance (MANOVA) and contrasts the 
results among different groups. 
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CHAPTER IV 
FINDINGS AND ANALYSIS 
In this part of the report, we highlight results from our analysis of the 
• findings. We analyze and interpret the data, address the first three objectives of our 
study here, and come up with our recommendations in the next Chapter. 
The Respondents 
Among the 285 questionnaires collected, 48% of our respondents were male. 
(See Appendix 6) Most of them were in the age groups of 18-24 (48%) and 25-34 
( 3 9 % ) . (See Appendix 7) 57% of them lived with their families and 37% were 
living alone. Another 6% did not answer this question. (See Q.24 on the 
questionnaire, Appendixes 1 and 2.) The most common education levels of our 
respondents were tertiary or above (79%) and secondary (15%). (See Appendix 8) 
Their nationalities and ethnicities were quite various. We grouped our 
respondents into four categories, i.e. ’•Asian”，"North American", "European”，and 
"Other". (See Appendix 9) 
All respondents from Hong Kong were ethnic Chinese; therefore they were 
classified as Asian. Most of the respondents from Vancouver were non-Asian 
"Canadian". In our classification scheme, both non-Asian Canadian" and non-Asian 
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"American" were classified as "North American" collectively. Among the 
respondents in Vancouver, there were also 10 Europeans, 8 Asians and 4 Africans^l 
The ethnic backgrounds of London's respondents were more diverse:�：46 Asians, 
12 North Americans, 46 Europeans, and 4 Others. 
Dining Habits 
It was found from the survey that the people who tended to eat more at home 
had a lower frequency of eating instant noodles (once every month), while those who 
ate more outside had a higher frequency of them (once every week/ once every two 
weeks). This could be explained by the fact that people who ate more at home were 
more used to cooking. They had a greater tendency to cook "proper" (i.e., fully-
prepared) meals rather than instant noodles. On the other hand, people who ate 
outside more were less used to cooking and hence might attach more weight to the 
convenience and the time-saving element of instant noodles. 
Instant Noodles 
From our survey, it was found that all of the respondents had heard of instant 
noodles. The majority of them had tried them before. Although all Asians had tried 
22 10 of them were European, 4 of them were Hong Kong Chinese, 2 of them were Singaporean Chinese, 
2 of them were Malaysian Chinese, and 4 of them were African. 
23 The respondents in London included 2 Korean, 8 Japanese, 18 Malaysian Chinese, 18 Hong Kong 
Chinese, 2 American Chinese, 10 American White, 6 French, 2 Irish, 38 British, 2 Australian and 2 
African. 
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instant noodles, 3% of the North Americans and 34% of the Europeans had never 
tried the product before. One of the reasons for that was the low availability of 
instant noodles in London's supermarkets and convenience stores. 
The reason people tried instant noodles was mainly convenience. Other 
important factors encouraging their trials were family/peer influences, friends' 
recommendations and product quality. (See Exhibit 3) While friends' 
recommendations were more important in Vancouver than in London and Hong Kong, 
product quality was more important in Hong Kong than in the other two cities. (See 
Exhibit 4) 
Exhibit 3 
Percentage Distributions of the Factors Influencing 
the Trial of Instant Noodles 
Reasons for trying instant noodles Percentage 
oc 
Convenience 








Exhibit 4 • 
Mean Scores of 3 Significant^^ Factors Influencing 
the Trial of Instant Noodles in the 3 Cities 
Reasons for trying Mean scores:-� 
instant noodles Hong Kong London Vancouver 
Advertising ^ ^ ^ 
Product quality . 0.18 ^ ^ 
Friends' recommendations 0.06 Q-^^ 0.21 
When compared with other ordinary noodles, they considered instant noodles 
as less traditional (2.5), lower nutritional value (1.8)，less healthy (3.8), required less 
cooking time (1.6), a bit worse taste (2.6), required less preparation (1.6) and were 
more economical {2Af\ (Exhibit 5 shows the overall impressions of instant 
noodles rated by all of our respondents.) 
However, the percentage of respondents in Vancouver thinking that instant 
noodles were less healthy was the largest among the three cities, while this percentage 
was the smallest in London. There were also more people in London and Vancouver 
perceiving instant noodles as worse in taste than in Hong Kong. Besides healthiness 
and taste, there was no significant variation among the respondents in the three cities 
on other aspects of comparison. 
It was also found that there was a correlation between the consumption and 
24 By significant, we mean that the comparisons are statistically significant. That means the F 
probabilities of the relationship between subject variables are smaller than 0.05. For the rest of our 
discussions, we only consider those cross comparisons having F probabilities smaller than 0.05. 
The higher the value of the mean score, the more important the factor is in the city. 
26 The number in the parentheses are the mean scores rated by the respondents and the rating of 
ordinary noodles for each aspect was set as 3 for comparison. A score of less than 3 would mean 
that respondents felt that instant noodles were more trendy (less traditional), less nutritional, 
healthier, took less cooking time, tasted worse, took less cooking time or were more economical. 
(See 0 . 5 on the questionnaire, Appendixes 1 and 2.) 
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the perception of taste of instant noodles. Heavy users were less inclined to think 
instant noodles were bad in taste. 
Exhibit 5 
Impression of Instant Noodles When Compared with Ordinary Noodles 
Overall Impressions of 
Instant Noodles 
More Trendy 1 3 4 — 5 More Traditional 
Lower Nutritional Value 1 3 4 5 Higher Nutritional Value 
^ - L o n HK Van 
More Healthy 1 Z — j j ^ - H - l — — 5 Less Healthy 
Less Cooking Time 1 4 5 More Cooking Time 
Uon Van HK 
Worse 1 2 ^ - 3 - 1 — — 4 5 Better Taste 
Less Preparation 1 ^ ― 3 4 5 More Preparation 
More Economical 1 — — ^ — — 3 4 5 More Expensive 
Note: Lou London; HK 二 Hong Kong; Van 二 Vancouver. Only on H e ^ and IM© 
did the three cities vary statistically from the overall mean. 
The most common circumstances under which they wanted to eat instant 
noodles were less meal preparation work, tight meal time and alone (See Exhibit 6). 
Both saving meal preparation work and having meals alone were more common 




Circumstances Under Which People Thought of Having Instant Noodles 
Circumstances Percentage 
Save meal preparation work ^ 
Tight meal time ^ 
Alone i ! 
No other choice ^ 
Cost saving 
Need a light meal 
Want to try something different ^ 
Others � 
Exhibit 7 
Comparisons Among the 3 Cities Concerning Circumstances Under Which 
people Thought of Having Instant Noodles 
Mean Scores-
Circumstances Hong Kong London Vancouver 
Save meal preparation work 2.11 2.80 
Alone 2.21 2.28 1.39 | 
The most important considerations when they bought instant noodles were 
taste, convenience in preparation, price, quality and required cooking time in their 
order of importance. (See Exhibit 8) Comparing the three cities, quality was more 
important in London; brand and advertising were more important in Hong Kong; and 
price, easy storage, package, variety of flavour and sales promotion were more 
important in Vancouver. 
27 Since the respondents were asked to weight 5 circumstances in this case, with 1 indicating the most 
probable circumstances, the smaller the mean score, the more probable the circumstances. (See Q.6 
in the questionnaire) 
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Exhibit 8 
Important Considerations for Buying Instant Noodles 
(Listed by percentage choosing "Very Important") 
Veiy Uniinpoit- Veiy Uniin-
hnpoi-Uint hnpoitant Indifferent ant poilant 
(%) (%) w w (%) 
Good Uiste ^ ^ ^ t 
„ . . 0-2 16 5 3 
Convenience m preparation ^ 
Quality 22 35 ^ ？ —— 
Price ^ ^ ^ ！ — — 
1A ao 31 9 6 
Required cooking tunc ^ 
Variety of flavour ^ ^ IZ 
Quanti^ of noodles ^ ^ — 
Shelf life 12 ^ ！! - — — 
Brand H E ！! - — — 
q 32 43 10 6 
Easy storage ” 
Availability of economy packs 8 ^ 、J_ ^ — 
, , g 12 30 27 24 
Microwavable . ° 
Nutritional value \ ^ ^ Vl 
Sales Promotion (e.g. discount, 7 19 30 22 22 
lucky draw, coupon, ctcO 
Package (e.g. packs, cups, bowls) 6 ^ ^ — 
Family/Friend's reconunenclation ^ ^ ^ ^ — 
• I 、 
^ . . 1 13 38 26 20 
Countiy of ongm ^ : 
, , . . 0 7 3Q 27 27 
Advertising ^ — 
Most respondents saw instant noodles as "substituent" food, which means a 




Perceptions of Instant Noodles 
Percentage 
Substituent Food 
t “ “ 
Snacks ^ 
Staple Food 6 
Others 
Consumer Behaviour 
About one fourth of the consumers of instant noodles were heavy users (once 
a week or more). 23% and 25% of the those who had had instant noodles ate the 
product at least once a week and once every two weeks respectively. (See Exhibit 
10) In addition, Hong Kong people ate instant noodles most frequently and 
Londoners ate the product the least often. (See Exhibit 11) 
Exhibit 10 
Frequency of Having Instant Noodles 
Score Frequency Percentage 
1 Once a week or more 
2 Once every two weeks or more 25 
3 Once every month- or more ^ 
4 Once every three months or more 
5 Less than once every three months ^ 
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. Exhibit 11 
Comparisons Among the 3 Cities Concerning 
the Frequency of Having Instant Noodles 
City Mean Scores^^ 
Hong Kong ^ 
Vancouver 3.12 
London 3.61 
• The majority of respondents ate one pack each time (71%) and they liked 
eating pack noodles rather than bowl noodles or cup noodles. Heavy users also 
tended to eat more each time. Most of them bought the noodles from supermarkets 
(83%). people in Vancouver ate more each time while Hong Kong people bought 
more each time. Since the availability'of instant noodles in London's supermarkets 
was not so high, London Chinese tended to buy a lot each time. Some of them 
bought 20 or even 30 packs each time. 
The respondents usually bought 2 (20%), 3 (11%), or 5 (15%) packs each 
time. Most of them bought instant noodles when out of stock and on impulse in the 
shop. (See Exhibit 12) Moreover, most Londoners bought them under planned 
purchases, most Hong Kong people bought them because of out of stock, and most 
people in Vancouver bought them because of sales promotions. (See Exhibit 13) In 
addition, frequent users tended to buy when they were out of stock while infrequent 
users tended to buy on impulse. 
As shown in Exhibit 10’ the score for the answer of ”once a week or more" is 1 and the lower the fre-




Circumstances Under Which People Bought Instant Noodles 
Circumstances Percentage 
On impulse in the shop ^ 
Out of stock 
Special sale or promotion ^ 
Planned purchase ^ 
Others ^ 
Exhibit 13 
Comparisons Among the 3 Cities Concerning the Purchasing Circumstances 
Mean Scores-'^ 
Circumstances Hong Kong London Vancouver 
Out-of-stock 0.55 0.19 ^ 
Special sale or promotion 。.丄今 
Planned purchases � . 1 4 | 0.43 0.41 | 
Over half of the respondents had preferred brands. They liked those brands 
mainly because of their quality, their variety of flavour and the reputation of the 
brand. (See Exhibit 14) It was also found that people in Vancouver were more price 
conscious than those of the other two cities in their choices of brand. 
The higher the mean score, the more common the circumstance is. 
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Exhibit 14 
Factors Influencing Brand Preference 
Factors Percentage 
Quality ^ 
Variety of flavour 31 
Reputation of the brand ^ 
Price ^ 
Availability ^ 
Country of origin ^ 
Promotion 
‘ Others 
If they could not get instant noodles when they wanted to, they would take a 
sandwich, pasta, pizza or a burger as a substitute. (See Exhibit 15.) While burgers 
were more common in Hong Kong, pasta was more common in London and 
Vancouver. (See Exhibit 16) 
Exhibit 15 
Substitutes for Instant Noodles 
Substitutes Percentage 
Sandwich ^ 









Comparisons Among the 3 Cities Concerning the Substitutes for Instant Noodles 
Mean Scores^" 
Substitutes Hong Kong London Vancouver 
Pasta ^ 0.68 
Burger ^ ^ 0.23 
Salad I 0.19 0.29 0.49 
Almost all of the respondents thought that the key benefit brought about by 
instant noodles was convenience. (See Exhibit 17) Moreover, the benefit of value 
for money was rated more importantly among people in London and Vancouver than 
those in Hong Kong. 
Exhibit 17 
Perceived Benefits Brought About by Instant Noodles 
Benefits Percentage 
Convenience ^ 
Value for money 对 
Good taste 26 
Offer variety in food choice 
Others 4 J 
30 The higher the mean score, the more common the substitute is. 
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Psychographics 
Psychographically, Londoners and people in Vancouver were more willing to 
try new things, people in Vancouver were most likely to watch out for sales or 
promotions while Hong Kong people were the least in this aspect, and Londoners 
were most concerned about food additives while Hong Kong people were\ least 
\ / 
concerned. (See Exhibit 18) 
Exhibit 18 
Psychographics of Respondents in the 3 Cities 
Mean Scores"'' 
Hong Kong London Vancouver 
Willing to try new things ‘ 2.37 1.51 
Watch out for sales promotions 2.50 1.95 
Concern the use of food additives 2.69 1.91 2.31 
Therefore respondents from the three places differed in their psychographics 
in the aspects of innovativeness, price consciousness, and health consciousness. To 
further investigate how these different psychographical groups might affect marketing 
strategies of instant noodle companies, in the paragraphs below we highlighted how 
the groups differed in their perception of instant noodles and consumer behaviour. 
In general, the respondents who were more willing to try new things were 
more likely to choose different categories of food in their meals. As shown in 
Exhibit 19, people with a higher degree of innovativeness have a higher tendency to 
choose microwave food products, fresh, fast food, canned and frozen foods for their 
31 In Q.20, respondents were asked to show their degree of agreement on a list of psychographic 
questions, where 1 meant strong agree and 5 meant strong disagree. Therefore, a low mean score 
would mean that respondents were more willing to try new things, more eager to watch out for sales 





Degree of INNOVATIVENESS and Tendency to Choose a Food Categoi7 
Degree of Tnnovativeness Tendency to Choose a F ratio 
Food Category & P — 
Willingness to try new t Microwave food products 个 5.18; 
things 0.00 
Fresh t 4.22; 
0.01 
Fast food 个 3.32; 
0.02 
Canned 个 3.10; 
0.03 
Frozen 个 2.91; 
0.04 
Also probably because these people were more innovative, they tended to see 
instant noodles as less trendy and more healthy. 
Economy packs, easy storage, brand, advertising, family or friends' 
recommendation were relatively less important for the more innovative people. 
The usage of instant noodles by more innovative people was light as compared 
to the less innovative group. This could be reflected in their lower frequency of 
eating the noodles and smaller amount eaten every time. They also tended to buy 
fewer instant noodles. 
« 
The more innovative people were more sensitive to price, tended to be against 
junk food more and were influenced to a less extent by family or friends. 
Therefore this group of people would not be too easy a segment for instant 
32 The F ratio & probability in the table denote the significance of the relationship between the variables. 
The larger the F ratio and the smaller the probability mean that the relationship is more significant. 
Only results with probability smaller than 0.05 are considered as significant. 
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noodles marketers to target. In general they did not have particularly favourable 
attitudes towards instant noodles. They tended to be more health conscious (whereas 
the use of MSG (Monosodiiim Glutamate) is often an aspect of instant noodles being 
attacked) and had lower usage. Although they were more likely to try different food 
categories, instant noodles were only one of many choices for them. 
As for the more price conscious people (those who tended to watch out more 
for sales or promotion, and who had a greater tendency to redeem discount coupons), 
they tended to have their meals home and have fresh food for their meals. 
The more price conscious people saw instant noodles as more trendy, less 
nutritional, more healthy, and better taste. 
people with a higher degree of price consciousness tended to place more 
weight on the aspects of price, sales promotion, quantity of noodles, shelf life, variety 
of falvour, family/ friends' recommendations, microwavable, nutritional values and 
required, cooking time when buying instant noodles. 
On the other hand, they did not see brands that important in buying instant 
noodles33. (See Exhibit 20) 
32 The F ratio & probability in the table denote the significance of the relationship between the variables. 
The larger the F ratio and the smaller the probability mean that the relationship is more significant. 
Only results with probability smaller than 0.05 are considered as significant. 
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Exhibit 20 
Degree of PRICE CONSCIOUSNESS and Weighted Importance of Factors 
Degree of Price Con- Weighted Import- F ratio 
sciousness ance of Factors & prob. 
Watch out for sales; t Price 个 9-：27; 
and Q-QO 
Redeem discount 个 Sales promotion 个 8.59; 
coupons 0.00 
Quantity of T 4.45; 
noodles . 0.00 
Shelf life 个 4 . 2 5 ; ‘ ‘ 
0.00 
Variety of flavour 个 3.84; 
0.01 
Family/ friends' 个 3.66; 
recommendations 0.01 
Micro wavable 个 3.41; 
0.01 
Nutritional values t 2.99; 
0.02 
Required cooking 个 2.59; 
time 0.04 
Brand ( J ) 3.34; 
0.01 
Price conscious people ate instant noodles more frequently. Usually they 
bought instant noodles less on impulse in the shops and more on special sales or 
promotions. They liked certain brands because of the variety of flavour offered and 
the price. 
They had a greater tendency to be more willing to try new things, more 
concerned with use of food additives and were less likely to pay more for quality. 
They also tended to belong to lower household income groups. 
The group of more price conscious people seemed to pay attention to every 
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aspect of instant noodles when making their buying decisions. This might be due to 
their price conscious characters and therefore they would be careful in selecting the 
goods they bought. Although they thought nutritional values of noodles were 
important, their price conscious character seemed to override this factor. Apart from 
the nutrition factor, the price conscious people held relatively more favourable 
attitudes and were more heavy users than their counterpart. Price and sales 
promotion seemed to be very effective marketing tools. 
The people who were more health conscious (i.e. the ones who tended to be 
against junk food and were more concerned with the use of food additives) appeared 
to eat more at home. They had an inclination to eat more fresh food, less fast food 
and more canned food. They ate more often with accompaniment. 
The health conscious people viewed instant noodles as more trendy, less 
nutritional, less healthy, worse taste but require longer cooking time and not 
particularly more economic. 
Nutritional values, country of origin, price, quality, economy pack, shelf life 
are important factors to the people with higher degree of health consciousness when 
making decisions in buying instant noodles. 
Factors such as good taste, advertising and shorter cooking time were less 
important''. (See Exhibit 21) 
蠢 
32 The F ratio & probability in the table denote the significance of the relationship between the variables. 
The larger the F ratio and the smaller the probability mean that the relationship is more significant. 
Only results with probability smaller than 0.05 are considered as significant. 
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Exhibit 21 
Degree of HEALTH CONSCIOUSNESS and Weighted Importance of Factors 
Degree of Health Weighted F value 
Consciousness Importance of Fac- & 
tors prob. 
Concerned with use of 个 Nutritional values t 5.19; 
additives; and 0.00 
Against junk food t Country of origin t 4.04; 
0.02 
Price t 3.88; 
0.01 
Quality T 3.10; 
0.02 
Economy pack 个 2.95; 
0.02 
Shelf life 个 2.42; 
0.05 
Good taste M J 3.93; 
^ 0.01 
Advertising M j 3.76; 
^ 0.01 
Brand ( T ) 3.51; 
0.01 
The usage of instant noodles by these more health conscious people were light, 
as reflected in their relatively lower frequency of eating instant noodles, the smaller 
amount eaten each time and also the smaller amount bought each time. 
They liked certain brands because of the quality, the price but not the 
reputation of the brands. 
They were more willing to try new things, watched out more for sales or 
promotion, redeemed discount coupons more. 
These more health conscious people held relatively negative attitudes to instant 
noodles. Although they cared about price, they would still value quality and 
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nutritional value a lot when buying instant noodles. They also consumed fewer 
instant noodles. Therefore marketers wanting to capture this market need to do a lot 
of work regarding the quality aspect of their instant noodles and improving the 
negative image. 
Conclusion 
Summarizing the above findings and analysis, the critical factors affecting 
consumption of instant noodles in Hong Kong, London and Vancouver were 
convenience, taste, price and quality of product and also the shorter required cooking 
time. Convenience was a major factor affecting the trial of instant noodles and the 
buying decisions of consumers. We could see the convenience factor underlying 
respondents' consumption behaviour since they had instant noodles mostly when they 
wanted to save meal preparation work and had tight meal time. This could also be 
reflected in the importance of shorter cooking time. 
Convenience was greatly linked to different lifestyles of individual respon-
dents. It was expected that respondents from the same geogaphical regions would 
more or less have similar lifestyles. Regarding the price factor, the prices for instant 
noodles were considered as low when compared to other categories of food available. 
Moreover, the prices in the three places when converted to the same currency were 
also in the same price range. Taste and quality were something to do with individual 
likings and preferences. Thus the culture, traditions, habits of respondents in the 
three places might well shape their preferences for tastes and quality. 
As regards consumer perception of instant noodles, it was trendy, economical 
and required shorter cooking time but with lower nutritional value, less healthy and 
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a bit worse taste. Thus perception of instant noodles was positive from a convenient 
and economic point of view. However, when it came to the quality and health 
aspects, instant noodles scored quite a low mark. They also perceived instant noodles 
as substituent food. 
One fourth of the respondents who consumed instant noodles were heavy 
users. They ate pack noodles more commonly. This might be partly due to the 
wider availability and relatively lower price of pack noodles when compared to cup 
and bowl ones. They would also stock their kitchen cupboards with instant noodles 
by buying at least a few packs/ cups/ bowls each time. Supermarkets were the most 
often places they would go to buy instant noodles. 
After identifying the critical factors which affect consumption of instant 
noodles, studying the consumer perception and consumer buying behaviour/ pattern 
of instant noodles, we now go on in Chapter V to provide guidelines on the 





From our findings, the key benefit brought about by instant noodles was 
convenience. Like other convenience foods, they transfer most of the preparation 
and cooking process to the manufacturer. This saves the consumer time and work. 
This benefit matches very well with the busy life of cosmopolitans. Therefore, 
convenience should be emphasized in the marketing of instant noodles. It should be 
the top benefit to be mentioned by marketers. 
Further improving the convenience of instant noodles by introducing cup 
noodles and bowl noodles have been done by many manufacturers. However, the 
value of convenience of cup and bowl noodles is lowered by their poor noodle 
quality. When compared with pack noodles, they are too soft and lack elasticity. So 
far the consumption of cup and bowl noodles is still not comparable with pack 
noodles. The heavy users in our sample ate a lot more pack noodles than cup or 
bowl noodles. 
Therefore, in order to capitalize on the convenience of cup and bowl noodles, 
their product quality has to be improved. If their quality can be improved, not only 
may people shift from eating pack noodles to cup and bowl noodles, but also more 
people will eat instant noodles as a whole. 
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In Japan, another kind of instant noodles has been launched. It is a kind of 
canned instant noodles, called Super BoiL There is a heating unit set-up under the 
can. When one pours cool water into the can, the chemical inside the heating unit 
set-up will heat up the noodles automatically and the noodles will be ready to serve 
in its soup base within five minutes. 
We suggest that Super Boil can be introduced in other cities or countries, e.g. 
Hong Kong, in which instant noodles already have high consumptions. As people in 
these cities and countries have already accepted instant noodles and the benefits 
brought about by them, they will also accept Super Boil. Super Boil is in fact an 
extension of cup noodles, but providing additional convenience. One does not need 
to boil hot water before having your ciip noodles. It further strengthens the benefit 
of convenience of instant noodles. 
In marketing programs, marketers should stress the short cooking time 
required by instant noodles. For example, we can remind people that when time is 
pressing, instant noodles are the right choice. Besides being a choice when time for 
cooking the meal is tight, we also suggest that consumers eat instant noodles when 
they want to save preparation work. 
Quality is one of the important considerations when people buy instant 
noodles. When they select from the whole range of brands on the shelf, quality is 
the most significant determinating factors for their choices. Instant noodles are low-
involvement products. However, choices are abundant and the difference in prices 
are not very large; quality becomes one of the most crucial criteria for differentiation. 
Therefore, improving the quality of noodles is the most powerful tool to gain a larger 
market share. 
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In fact, a kind of high quality instant noodles has been launched in Japan and 
Korea. Their quality is almost the same as that of the original Ramen. However, 
due to their high prices (about double that of the ordinary instant noodles), their sales 
are still not satisfactory. We suggest that manufacturers try their best to reduce the 
manufacturing cost of these high quality instant noodles so as to reduce their prices. 
It is also appropriate to launch these noodles in markets which demand instant noodles 
of high quality. 
Apart from improving the quality of noodles, healthful components may be 
added to the products and unhealthy components may be reduced. This can improve 
the quality of the entire products. For example, more dry vegetables can be added 
to the packs, cups and bowls. On the other hand, food additives should be used as 
little as possible. 
In addition to quality, taste and variety of flavour are two other important 
differentiating factors. People will not pick a certain brand if they do not like the 
taste or cannot find their favourite flavour from the brand. Moreover, instant noodles 
are "boring" products, as all the noodles are similar. Only flavours make the 
differences. Hence, greater variety of flavours make the products less boring, and 
hence more attractive to buy. 
Thus, manufacturers should improve the taste and broaden the variety of 
flavours. Tasting centres can be established and consumers can be invited to taste the 
noodles. They can give their opinions on the quality and taste of the noodles. 
In addition, flavours should be tailored to individual markets since different 
cultures and eating habits determine different consumers，preferences of flavours. 
For example, although the flavours of beef, chicken and seafood are the most 
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popular flavours in Hong Kong, they do not exist in Japan. On the contrary, the 
most popular flavours in Japan are "soyu", "miso" and "shio" which cannot be found 
in Hong Kong^^ This is why when instant noodles were launched in India, a spicy 
flavour was introduced. 
With respect to Western markets, such as London and Vancouver, we suggest 
that manufacturers introduce Western flavours like onion, tomato, cream, etc. 
Since one fourth of the instant noodles consumers are heavy users, the growth 
strategy for the manufacturers is to increase the usage of existing consumers. A large 
portion of the consumer base comprise of moderate and infrequent users. If we could 
turn part of them into frequent or heavy users, the sales of instant noodles will 
increase dramatically. 
In order to achieve this strategy, marketing programs can suggest to 
consumers more circumstances for eating instant noodles. "Cuisines" of instant 
noodles -- involving a whole range of ways to use the product -- may be introduced 
to suggest the use of instant noodles in daily cooking. In this case, those who have 
already accepted instant noodles will increase their daily consumption of instant 
noodles and become heavy users. 
Most people buy instant noodles on impulse in shops or when they are out-of-
stock. This reflects the buying habits of infrequent users and heavy users 
respectively. 
In order to induce the infrequent users to buy more, we have to increase the 
exposure of instant noodles at where they shop. Most people buy instant noodles 
f 
35 "Soyu" is the flavour of soy sauce; "iniso" is preserved or fermented soya bean soup; and "shio" is 
salt soup. 
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from supermarkets. Therefore, we have to increase the exposure of instant noodles 
in supermarkets. Increasing the variety of flavours can help the brand to occupy 
more shelf space in supermarkets. Display counters can also be held occasionally in . 
supermarkets to introduce new products or to carry out cooking demonstrations of 
instant noodles. In addition, point-of-purchase promotions can be use to gain the 
attention of consumers. 
For those who buy when they are out-of-stock, economy packs can attract 
them to buy more and eat more. We can also remind them by asking them: "Are 
there any instant noodles left?" in advertisements. 
Besides competition among different brands, the instant noodle industry also 
faces competition from other convenience foods. Those are the products which can 
substitute for instant noodles in term of convenience. These include sandwiches, 
pasta, pizzas and burgers. Because most of them are Western foods, in order to gain 
a larger share in the convenience food market, marketing should focus on the oriental 
style of instant noodles. Marketers can emphasize the Oriental origin of instant 
noodles. The oriental characteristics of rich taste and a wide variety of flavours 
should be maintained and emphasized in the promotions of instant noodles. 
Due to the keen price competition among international manufacturers, the 
profit margin of instant noodles is very low. Therefore, we recommend that 
marketers use TV advertisements only occasionally, whereas emphases should be put 
on magazine advertisements and point-of-purchase promotions. 
Moreover, we discourage continuous cut-throat pricing strategies which will 
only elevate price competition and further erode the profit margin. As mentioned 
before, we suggest manufacturers compete on quality and flavours. 
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Tn in Hong Kong 
The market for instant noodles in Hong Kong is quite saturated. All 
respondents in our survey have tried instant noodles. Many of them are also frequent 
users. In contrast with London and Vancouver markets, although facing increasing 
competition from other ready-to-eat foods, instant noodles are still one of the most 
popular convenience foods in Hong Kong. Therefore, the first priority of marketing 
efforts is to acquire a larger market share from other manufacturers rather than to 
focus on introducing the products or increasing the consumption. 
As mentioned before, competition should be based on quality and flavours. 
This is especially true for Hong Kong, as Hong Kong people are the least price 
sensitive among the people in the three cities and pay much attention to quality. 
This can be evidenced by the large sales volume of Nissin, the market leader 
in Hong Kong. Many of our respondents in Hong Kong mentioned Nissin as their 
most favourite brand. Their main reason of preferring Nissin is its superior quality. 
Therefore providing better quality is the most powerful weapon to differentiate the 
products and gaining larger market share. We also believe that Hong Kong market 
is mature enough and can afford to accept high quality instant noodles. 
Hong Kong people are not so innovative as people in London and Vancouver. 
They are not so keen on exploring new tastes. We suggest the manufacturers keep 
on marketing noodles of traditional Chinese flavours. These include beef, chicken 
and pork. Modifications can be made but the characteristic of rich taste should be 
maintained. 
The importance of taste in Hong Kong market can be illustrate by the failure 
of No-MSG instant noodles. No-MSG instant noodles provide the added advantage 
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of using fewer food additives. However, since Hong Kong people are not so health 
conscious, this benefit is overridden by the worse taste of the flavours. So if No-
MSG instant noodles have to be accepted by the general public, its taste has to be 
improved first. 
Since frequent users tend to buy a lot each time, promoting economy packs 
mutual benefits to both consumers and manufacturers. Consumers can buy more on 
better terms and manufacturers can have their noodles consumed faster. Moreover, 
most Hong Kong people buy instant noodles when they are out-of-stock. Marketers 
should remind consumers to rebuy the products continuously. 
Furthermore, among the people in the three cities, Hong Kong people are the 
easiest to be influenced by advertising and brand reputations. Therefore advertise-
ments are very important for promotions of instant noodles. A strong and reputable 
brand image can be established by exposing in different media. 
Advertising on TV is very expensive. However, TV advertising is the most 
effective advertising in Hong Kong. If a company can create effective and innovative 
TV advertising, it is still worthwhile to employ large scale TV advertising in such a 
competitive environment. This is because the high cost of the advertising can be 
justified by the increase in sales volume and market share. 
The game in Hong Kong is easier for the market leader since the high 
promotion expenditure can be amortized among the larger volume of products sold. 
However, to be number one is not easy in the game. 
« 
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To Break Through in London 
Among the three cities, instant noodles are the least popular in London. 
About 34 % of the respondents had not tried instant noodles before. There are various 
reasons for that. 
One of the main reasons is the poor distribution of instant noodles in London. 
All supermarkets in Chinatown carry instant noodles. They occupy a lot of 
shelf space. In terms of brands and flavours, their variety is not less than that of 
Hong Kong. They are imported from Japan, South Korea, Hong Kong, Taiwan, 
Indonesia, Thailand, Netherlands, etc. On the contrary, none of the British brands 
was found in these supermarkets. The consumption of instant noodles in Chinatown 
is very high. The Chinese eat and buy. plenty of them. Some of them even buy 20 
or 30 packs each time. 
However, the condition is totally different outside Chinatown. Little shelf 
space in supermarkets is occupied by instant noodles. Only two to three brands are 
available in each supermarket. Some even carry only one or some none. Some 
British brands are there, whereas most famous brands in Chinatown can hardly be 
found. The only Oriental brands found outside Chinatown are Doll and Koka. There 
are also only two to three flavours available. 
With such a low availability, it may not be persuasive to claim instant noodles 
as a kind of convenience foods. The convenience in preparing instant noodles is 
totally offset by the inconvenience in getting them! 
Therefore entering the supermarkets demands the utmost urgency from the 
marketers of instant noodles. Sales forces should target their efforts to convince 
supermarkets to carry their brands and provide more shelf space for carrying more 
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flavours. The bargaining and lobbying capabilities of the salespeople are crucial to 
this strategy. 
The problem of low availability is further complicated by the poor quality of 
British brands. In general, Londoners value food quality. Quality is the most 
important consideration when they buy instant noodles. However, most of the brands 
available to them, i.e. the British brands, are of poor quality. They are too soft and 
inelastic. This may be one of the reasons that supermarkets in Chinatown carry none 
of these British brands. Chinese are more picky in foods than Westerners. They eat 
only those brands of higher quality. 
The perceived poor quality of British brands prevents Westerners in London 
from trying other brands of instant n6odles. Therefore, besides emphasizing the 
higher quality of oriental brands, marketers should encourage Londoners to try their 
products in promotions. 
Since it is not convincing to ask Londoners to drive inconveniently from all 
areas of London to Chinatown to buy this so called convenience food, improving the 
availability of instant noodles is still the predominant thing to do. After improving 
the availability, marketers can ask Londoners to shift and try their brands in their 
advertisements. Trial counters should also be set up in supermarkets to invite the 
Londoners to try their noodles. Hopefully, this could increase the customer base of 
instant noodles. 
In order not to disappoint the Londoners by these advertisements and trials, 
the quality of the noodles has to be guaranteed at a high level. Since quality is more 
important than price for Londoners, marketers may try to launch the high quality 
instant noodles there. In fact, the high quality instant noodles manufactured by Noiig 
I -
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Shim Co., Ltd. of Korea has already been sold in Chinatown. Marketers may try to 
move the products out to the rest of London. 
Among the people in the three cities, Londoners are the most health conscious. 
They are concerned with quality, nutritional value and the use of food additives. On 
the other hand, they are not likely to be as affected by advertising and brand 
reputation. 
Adding more dry vegetables and other nutritional contents may help to create 
a better image for instant noodles. No-MSG instant noodles can be launched in the 
London market^^ 
Besides Chinese, most Londoners are infrequent users of instant noodles. 
Therefore, economy packs are ineffective in generating more sales. In addition to 
that, advertising money can also be saved. The marketing money should be spent on 
improving the quality, broadening the distribution channels and inducing trials of 
instant noodles. 
Unlike in Hong Kong, instant noodles in London face acute competitions from 
other convenience foods. Many of the siibstituent foods of Londoners have already 
been prepared by food processors. Most of them are ready-to-eat right after 
purchase. Others are ready to serve after a few minutes' preparations or heating in 
microwave ovens. They include sandwiches, salads, pasta, etc. That means these 
siibstituent foods have been turned into convenience food by food processors. In fact, 
the market share of instant noodles is insignificant among these convenience foods. 
Since Londoners are the most innovative among people in the three cities, they 
36 Up to now, we cannot find any No-MSG instant noodles in London. However, as learnt from the 
experience of Hong Kong, before taking away the MSG, we have to improve the taste of the flavours 
first. 
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are not loyal to any kind of food. Marketers should position instant noodles as an 
Oriental alternative to other substituent foods. Its Oriental style has to be emphasized 
in order to differentiate itself from other Western substituent foods. 
Although serving noodles in soup bases is the original Oriental eating style, 
dual serving methods which include both serving in soups and serving with sauces 
should be introduced in London. This is because pasta is one of the most popular 
substituent foods in London. It can be expected that most Westerners in London are 
still used to the serving way of pasta. Dual serving methods provide them an 
alternative to have instant noodles in their usual way before they can accept the 
oriental way of serving noodles. 
In short, the market for instant noodles in London is underdeveloped. In 
order to break through the boundaries of Chinatown, marketers of instant noodles 
should try their best to find ways to improve the distribution channels, to enhance 
better quality and to induce trials of instant noodles. The job is difficult and the way 
is long. It is even more difficult than marketing a totally new products. People are 
usually neutral to new products. However, the image of instant noodles has already 
been spoiled by the poor quality of most British brands. 
To Grow in Vancouver 
The consumption of instant noodles in Vancouver is moderate. Wide varieties 
of brands and flavours are available in supermarkets. Among people in the three 
cities, people in Vancouver eat the most each time. However, they do not eat as 
frequently as Hong Kong people. Since the culture and living habits of the Chinese 
in Vancouver are affected greatly by that of Hong Kong, the market of instant 
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noodles there still has growth potential. 
From our survey, it was found that people in Vancouver are very picky over 
many things. When they purchase instant noodles, they consider the nutritional 
value, the variety of flavours, the package, sales promotions and friends, recommen-
dations. In addition, they are the most price conscious among people in the three 
cities. 
Since they are so picky, many of the strategies mentioned above can be 
applied in Vancouver. For example, the addition of more dry vegetables and other 
nutritional contents can help to improve the unhealthy image of instant noodles. 
Increasing the variety of flavours provides them with more choices. Since Vancouver 
has a large Chinese population, more Oriental or Chinese flavours should be 
marketed. 
In order to take care of the market of Westerners, dual serving methods can 
also be introduced. This is because, like Londoners, people in Vancouver eat a lot 
of pasta as their substituent foods. Dual serving methods helps to enlarge the 
customer base of instant noodles even if Westerners like their noodles to be served 
with sauces. 
However, above all these, there is a predominant factor affecting the 
behaviours of the instant noodle buyers in Vancouver. In our survey, we found that 
the price consciousness of people in Vancouver overrode all other considerations 
when they purchase instant noodles. 
That means they will choose a certain brand of instant noodles because of its 
low price even if the other criteria of that brand are not so satisfactory. This can also 
partly explain their higher consumption of instant noodles than that of Londoners, 
53 
since the prices of instant noodles are generally lower than those of the Western 
convenience foods. 
Therefore, economy packs and sales promotions are the most effective tools 
in inducing them to buy more. If they have more stocks at home, they will eat more. 
The provision of economy packs offer them better terms if they buy more. Sales 
promotions render them lower prices and other attractions. Examples of sales 
promotions include coupons, lucky draws, free gifts, joint promotions, etc. All of 
these lower the unit cost of purchasing instant noodles. 
Coupons may be printed in or distributed along with magazines. Consumers 
can cut them off and use them to buy a certain amount of instant noodles at discounts. 
Lucky draws can be organised occasionally. Forms may be printed on the 
bags of the packs or on the labels of the cups and bowls. Consumers are invited to 
joint the lucky draws provided that they fill their information in the forms and mail 
the bags or labels back to the company. This will induce them to buy more before 
the deadlines of the lucky draws. However, this tactic cannot be employed 
frequently. Otherwise, consumers will lose their interests in the lucky draws and it 
will soon become a costly but useless tactic. 
Furthermore，the costs can be reduced if the company can acquire sponsor-
ships from other companies. Interesting free gifts may be given to consumers to 
induce their purchases. Say, a pair of sophisticated Chinese- or Japanese-made 
chopsticks may be offered to consumers free of charge if they can present to sales 
counters of supermarkets five stamps cut yfrom the bags or labels. Obviously, this 
kind of promotion requires the cooperation of supermarket chains. Such cooperation 
has to be paid fo r Payments may need to be made to supermarket chains in turn for 
54 
their cooperations. 
Joint promotions may also be organised with other companies. These 
promotions should benefit the participating companies as a whole. For instance, m 
Vancouver, many people eat bacon along with instant noodles. Thus joint promotions 
can be organised with a bacon manufacturer. Consumers can buy bacon of a certain 
brand at discounts if they present a specified number of stamps cut from the bags or 
labels. 
However, attention has to be paid to avoid organising joint promotions with 
companies which are in direct competitions with one's company. These direct 
competitors include other instant noodle manufacturers and companies producing other 
convenience foods. Otherwise, the company is encouraging its customers to eat 




A limitation to this study is the mode of distribution method employed when 
conducting the survey. Owing to the nature of shopping behaviour of people living 
in London and Vancouver, conducting personal interviews in shopping malls was not 
feasible. Convenience sampling method was used instead. Therefore the sample 
respondents might be biased and restricted to the writers' personal networks. 
Further, since the questionnaires were completed by the respondents 
themselves rather than by interviewers during face-to-face personal interviews, 
interviewers would not have the chance to explain to the respondents whenever they 
did not understand the questions or felt confused. There was also the lack of 
opportunity to prompt feedback from respondents. 
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Appendix 1 The Questionnaire (English: London) 
I. 工'm a student from the Chinese University of Hong 
Kong, now studying at LBS as an exchange student. 
I'm now working on a consumer survey concerning food 
consumption for academic purposes. This will take 






Questionnaire # : 
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工工. Dining Habit 
1. First of all, I'd like to know a bit more about your 
dining habits. Please check the boxes. 













Average 1-10 itiins 
Time 









£4.00-5.99 _ _ _ _ _ 
£6.00-7.99 
£8.00-9.99 
£10 or more 




III. Instant Noodles 
2. Have you ever heard of instant noodles? 
[]Yes 
[]No (Please go to Q.20.) 
3• Have you ever tried them? 
[]Yes ——> 3.1. What makes you try them? 








[]Others, please specify: 
[]No ——> 3.2. Why not? 
4. What is the first thing that comes into your mind 
• when 工 mention “instant noodles"? 
5 How would you compare instant noodles with other 
• pastas/noodles? Suppose the average pastas/noodles 
qet a "3" from a 5-point scale, how would you rate 
instant ^ noodles in the following aspects? (Please 
circle your answer.) 
5.1. More trendy 1 2 3 4 5 More traditional 
5 2 Less nutritional 1 2 3 4 5 More nutritional 
. • value value 
5.3. More healthy 1 2 3 4 5 Less healthy 
5 4 Shorter cooking 1 2 3 4 5 Longer cooking 
time time 
5.5. Worse taste 1 2 3 4 5 Better taste • 
5 6 Less preparation 1 2 3 4 5 More preparation 
• • work work . 
5 7 More economical 1 2 3 4 5 Less economical 
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6. Under what circumstances would you think of having 
instant noodles? Please rank 5 of the followings 
with "1" means most probable. 
[]Tight meal time 
[]Save meal preparation work 
[]Cost saving 
[]Alone/With no accompany 
[]No other choice 
[]Need a light meal 
[]Want to try something different 
[]Others, please specify: 
7. How important is each of the following considerations 
when you buy instant noodles? (Please circle your 
answers. VI = very important, IM = important, 
ID = indifferent, UI = unimportant and VU = very 
unimportant.) 
VI IM ID UI VU 
7.1. Quality ^ ^ 3 4 5 
7.2. Nutritional value . 1 2 3 4 5 
7.3. Required cooking time 1 2 3 4 鑑 
7.4. Shelf life 1 2 3 4 5 
7.5. Price ^ o I A t 
7.6. Convenience in preparation 1 2 3 4 b 
7.7. Microv^avable 1 2 3 4 鑑 
7.8. Availability of economy packs 1 2 3 4 5 
7.9. Good taste ^ ^ I 1 t 
7.10. Easy storage ^ ^ \ 1 t 
7.11. Brand . ^ ^ I t t 
7.12. Package (e.g. packs, cups, bowls) 1 2 3 4 b 
7.13. Variety of flavour 1 ^ 3 4 5 
7.14. Country of origin ^ ^ \ 1 t 
7.15. Quantity of noodles ^ ^ ^ a t 
7.16. Advertising 
7.17. Family/Friend's recommendation 1 2 3 4 b 
7..18! Sales promotion (e.g. discount, 1 2 3 4 5 
lucky draw, coupon, etc.) . 




[]Others (Please specify) : 
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IV. Consumer Behaviour 
(If you say "No" in Q.3, please skip Q.9 - Q.19.) 
9. How often do you eat instant noodles? 
[]Once a week or more 
[]Once every two weeks or more 
[]Once every month or more 
[]Once every three months or more 
[]Less than once every three months 
10 • On average, how many do you eat each time? (Please 
write a number in the space provided.) 
packs 
bowls 
— c u p s 
11. On average, how many do you buy each time? (Please 




12. Usually, where do you buy them? (e.g. Supermarket, 
Convenient store. Grocery store, etc.) 
13 Usually, under what circumstances would you buy 
• instant noodles? (You may tick more than one.) 
[]Planned purchase 
[]Out of stock 
[]On impulse in the shop 
[]Special sale or promotion 
[]Others, please specify： 
14. Any prefered brand? If yes, please name it. 
• 
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15. Why do you prefer that brand? (You may tick more than 
one.) 
[]Reputation of the brand 





[]Variety of flavour 
[]Others, please specify: 
16. Any other brands that you know? (Name no more than 
five.) 
17 What would you take instead of instant noodles if you 







[]Others (Please specify): 
18 What do you think are the benefits brought about by 
• instant noodles? (You may tick more than one.) 
[]Good taste 
[]Value for money 
[]Convenience 
[]Offer variety in food choice 
[]Others (Please specify) : 
19. Please suggest areas for improvement for instant 
noodles? 
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20. Do you agree with the following statements? (Please 
circle your answer. SA = Strongly agree, AG = Agree, 
NO = No opinion, DA = Disagree, SD = Strongly 
disagree.) 
SA AG NO DA SD 
20.1. I'm willing to try new things. 1 2 3 4 5 
20.2.工 always watch out for sales 1 2 3 4 5 
promotions of supermarkets/ 
department stores• 
20.3. I'm against "junk food" 1 2 3 4 5 
(e.g. McDonald's) 
20.4. I'm willing to pay a higher 1 2 3 4 5 
price for a product of higher 
quality. 
20.5. Family/Friends have little 1 2 3 4 5 
influence on my purchase 
intentions. 20.6. Sometimes 工’11 redeem the 1 2 3 4 5 discount coupons. 
20.7.工 do concern the use of food 1 2 3 4 5 
additives. 
V. Personal Details 
21. Sex: [] Male 22. Age: [] Under 18 
[]Female [] 18 - 24 
[]25 - 34 
[]35 - 44 
[]45 or above 
23. Number of family members: 
24. Do you live alone or with your family? 
[]Alone [] With family 
25 Your level of education: [] No formal education • [] Primary school 
[]Secondary/High school 
[]Technical college 
[]University or above 
26 Monthly household income: [] Less than £800 
[]£800 - £1600 
[]£1601 - £2400 
[]£2401 - £3200 
[]£3201 - £4000 
[]More than £4000 
For statistical reasons, we need to know your nationality 
and ethnicity. 
Nationality： Ethnicity 
t h a n k YOU VERY MUCH！！！ 
63 
Appendix 2 The Questionnaire (Chinese) 




卷Ura 號 . — — 
‘• ；• -
64 
I I . m膳習慣 
1.請在下面的表中剔出最適合的答案。 




食物種類 j m 
(可以選多於一個答案） 冷蒇 -
耀頭 
_ m m M L — -
餐廳食品 
J i S j i E S n L — - — 
腿 
平均所需時問 1-10分鋒 
(如在家吃,則由預備食 1 1 導 
物至用膳完畢計算） ？減錦‘ -
31-40 分鐘 
41-50 分鏡 — 
- fiQ 分鐘 
冬 t^O 分鐘 






L s _ L — 
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I I I .即食麯 

















5 . 1 比較時尙 1 2 3 4 5 比較傳統 
5.2 營養價値較低 1 2 3 4 5 n m i m m 
5 . 3 比較健成 1 2 3 4 5 比較不健跟 
5 . 4 需要較少煮食時問 1 2 3 4 5 需要較多煮食時問 
5 5 味道較差 1 2 3 4 5 味道較好 
5 . 6 較少預備功夫 1 2 3 4 5 較 多 預 備 功 夫 













‘(請_出你的答案） 非常 輕 
重要 重要 普通 不重要 不重要 
7 . 1 品質 1 2 3 4 5 
7.2營養價値 1 ‘2 3 4 5 
7 . 3所需煮食時間 1 . 2 3 4 5 
7.4可儲存時間 1 2 3 4 5 
7.5 價錢 1 ‘ 2 3 4 5 
7.6方{liV容易預備 1 2 3 4 5 
7.7 可)USp^爐烹_ 1 2 3 4 5 
7 . 8設有特價舰 1 2 3 4 5 
7.9 味道 1 2 3 4 5 
7.10容易儲存 1 2 3 4 5 
7.11 牌子 1 ‘2 3 4 5 
7.12 憾 1 2 3 4 5 
(eg.膠袋裝，杯裝，碗裝） 
7.13調iim種類的多寡 1 ‘2 3 4 5 
7.14原產地 1 2 3 4 5 
7. 15 麵的份M 1 2 3 4 5 
7.16廣告介紹 1 ‘2 3 4 y 
7.17家人/朋友之推薦 1 ‘2 3 4 13 
7.18銷11[推廣 1 2 3 4 5 
(eg.折扣，汕獎，贈券等） 














膠袋裝 ： _ _ _ _仅 
碗裝 ： 碗 
杯裝 ： 杯 . 
11.平均每次你所購買的數量是：（請在空白位置塡上數字） 
膠袋裝 ： 钮 . 
碗裝 ： 碗 





































非 常 』'碍 
同意 同意 沒意兄不同意不丨 � 力意 
20.1我願意嘗試新事物 3 4 5 
20. 2我時常留意超級市場/百K公司 1 2 3 4 5 
的特價組将及推腐 
20.3我抗拒食用「垃圾食品」 1 2 3 4 5 
木Junk Food(例如麥常奴） 
20. 4我願意付出較高價錢買品質 1 2 3 4 5 
較好的產品 
20. 5家人/朋友對我的購買意您 1 2 3 4 5 
很少有影響 
20. 6我會使用折扣贈券、現金代用 1 2 3 4 5 
券等購物 . 
20. 7我很關注食物添加劑的使用 1 2 3 4 5 
V .個人資料 
2 1 . 性 別 ： • 年 齡 ： [ j 
L J 〔 〕 25 - 34歲 
〔〕35 - 44歲 
〔〕45歲以上 
23.家庭成員的數因•• -
2 4 .請問你獨自居住還是與家人同 t i抑 S ？〔〕獨自屈住 〔〕與家人同住 





2 6 . 每 月 家 庭 總 收 入 ： ； ] Z : S r m . m 
〔〕$20,001 - $30,000 
〔〕$30.001 - $40,000 
〔〕$40, 001 - $50,000 
〔〕多於 $50, 000 
我們需要知道你的國籍與槌族以作統計用途，所得资料絕對保密。 
國籍： • ： 
多謝作！ 
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